The objective of this article is to identify the distinguishing socio-demographic and psychographic features of convinced sustainable consumers in contrast to convinced conventional consumers. Furthermore, it contributes to the sparse literature about tea consumption. This study is based on data collected via an online consumer survey. First respondents took part in a choice experiment with tea varying in its price (four levels) and quality (conventional / organic / fair trade / organic & fair trade). Then they had to complete a questionnaire about their attitudes towards food consumption. Respondents, who always chose sustainable tea, at no matter what price, were grouped and those that always chose the conventional tea. T-Tests and bivariate logistic regression are used to analyse the influencing socio-demographic and attitudinal dimensions that characterise the two groups of convinced consumers. Convinced sustainable consumers are more often female than male and perceive that their personal purchase decision has an impact on overall sustainable development. They show a higher willingness to increase sustainability through their consumption behaviour. They are very much interested in high food quality and are not as much influenced by advertisements and offers in their purchase decision-making as convinced conventional consumers. The main contribution of this study is to provide practical information for actors in the field of sustainable food marketing about how to target their most relevant segment, the convinced sustainable consumer.
Introduction
behaviour, perceived consumer effectiveness and perceived barriers to sustainable food consumption. The main contribution of this study to the existing literature is to provide practical information for actors in the field of sustainable food marketing about how to target their most relevant segment, the convinced sustainable consumer. Moreover, this study is based on a choice experiment with conventional and sustainable tea (organic label, fair trade label, organic and fair trade label), so it also contributes to the sparse literature of sustainable tea consumption. Respondents that always chose sustainable tea no matter at what price are grouped (convinced sustainable consumers) and compared to those respondents that always chose the conventional tea (convinced conventional consumers). In the following, the literature about profiling and segmentation of sustainable food consumers is reviewed. In the methodological part of the paper, the empirical study, data collection procedure and sample are described. The data was analysed using binary logistic regression, the results of which are presented and discussed at the end of the paper.
Literature review
Segmentation and profiling of consumers by socio-demographic characteristics is a common method, because data are easy to obtain and measure (Myers, 1996) . However, a number of studies conclude that the influences of socio-demographic features on consumption behaviour are either insignificant or contradictory (Anderson and Cunningham, 1972; Gil et al., 2000; Dickson, 2001; Loureiro and Lotado, 2005; Jain and Kaur, 2006; Doran, 2009; Verain et al., 2012) . Socio-demographic factors are therefore considered to be insufficient to describe consumer behaviour, and it is recommended that they are complemented by psychographic characteristics of consumers (Diamantopoulos et al., 2003; Dagevos, 2005; Doran, 2009; Verain et al., 2012) . In the literature on consumer behaviour, attitudes are among the most frequently examined psychographic characteristics. In particular Ajzen and Fishbein (Ajzen and Fishbein, 1973; Fishbein, 1967; Fishbein and Ajzen, 1972; 1974; 1975) found that a person's attitude widely affects his or her behaviour. In Europe, the level of consumer understanding about the exact meaning of organic food is low, but consumers nevertheless have a generally positive attitude towards it (Lockie et al., 2002; Saba and Messina, 2003; Hughner et al., 2007; Aertsens et al., 2009) . They generally relate direct health benefits and better taste to organic products, but also indirect benefits for the environment or animal welfare standards (Wier and Calverley, 2002; Johnston, 2008) . A common focus of studies about organic food consumers is the differentiation between occasional and frequent buyers, who often show significant differences concerning their levels of involvement, motivations and willingness to pay (Magnusson et al., 2003; Lüth et al., 2005; Padel and Foster, 2005; Padilla-Bravo et al., 2013,) . In spite of the positive attitudes of many consumers towards organic food consumption and the growing market for such products, some consumers are also skeptic with regard to organic products. This is due to their lack of trust in the certification and labeling schemes, but also due to a lack of availability of organic food products and their often higher price compared to conventional food (Torjusen et al., 2004; Thogersen, 2009; v. Meyer-Höfer and Spiller, 2013) . The literature about fair trade food consumption shows that this form of consumption is influenced by ethical and environmental concerns as well as a feeling of social responsibility (Tanner and Wölfing-Kast, 2003; Loureiro and Lotado, 2004; De Pelsmaker, 2006; Andorfer and Liebe, 2012) . Fair trade consumers are usually segmented and profiled according to their willingness to pay for the fair trade premium price (for a detailed literature review see: Andorfer and Liebe 2012) . Only few studies compare consumer attitudes or behaviour for more than one specific label. In most cases, these studies target organic and / or fair trade as well as eco-label products (Loureiro et al., 2001; 2005; Conner and Mabaya, 2006; Tagbata, 2008; Brecard, 2012) . Although the majority of consumers have a positive attitude towards fair trade in general, there are still barriers to actual fair trade consumption. Among these are the price and availability of fair trade products (Tanner and Wölfing-Kast, 2003; De Pelsmaker, 2006; Young et al., 2010; Andorfer and Liebe, 2012) . The body of literature analysing organic or fair trade consumer segments is quite extensive; however, there is a lack of studies focussing on more than one sustainable food product group. To our knowledge, until now no study has been published characterising the convinced sustainable food consumer according to demographic and psychological variables from a survey combining a choice experiment with questions about organic, fair trade and organic and fair traded food. It is also a common phenomenon in marketing practice that there is no in-depth picture available of the most important but relatively small segment of convinced consumers or heavy buyers (Rapacz and Reilly, 2009 ). Nevertheless, those convinced consumers deliver the majority of revenue and profit for their preferred products. Moreover, these core consumers are generally more committed, with a greater knowledge about and a deeper involvement in the label or product category compared to conventional consumers (Rapacz and Reilly, 2009; Lüth et al., 2005) . Furthermore, heavy buyers often show a higher willingness to accept price premiums and their purchasing is less dependent on special offers (ibid.). This study thus focusses on the characterisation of convinced sustainable food consumers in order to enable marketers to identify their most valuable consumer segments and to fulfil their needs. The choice experiment in this survey focuses on tea. Studies about tea consumption in general are scarce, and those considering sustainable tea consumption are especially rare. According to Trevisanato and Young In Kim (2009) , tea is a popular product enjoyed by hundreds of millions of people every day. Tea is available in different amounts and varieties as well as from different origins and production backgrounds. These characteristics and its popularity make tea a suitable product for research on sustainable consumption, especially for choice experiments. Moreover, its production is related to organic, fair trade and ethical issues (Strong, 1997; Gilg et al., 2005; Raynolds and Ngcwangu, 2010) , making it particularly suitable for this survey. In Germany 18,490 tonnes of tea were consumed in 2011. Black tea was the most popular and accounted for 76.5% of total tea consumption in Germany (Deutscher Teeverband, 2013) .
Methodology

Data
This article is based on an online survey of respondents that consume tea more than once a week. The study was conducted in Germany during February 2012. The survey consists of two parts: a choice experiment and a questionnaire. The total sample number is 300. The Indian black tea variant Darjeeling First Flush was used in the choice experiment, because it is available in all combinations of organic and fair trade, and popular among German tea consumers. The tested attributes were the production and trading mode (conventional, labelled organic, labelled fair trade, labelled organic and fair trade) and price / 10 g (0.49 €, 0.69 €, 0.99 € or 1.19 €). Due to the fact that the number of all possible groupings of the attributes and levels would have been too high to test in the experiment ((2x2x4)²=256) we reduced the number of choices by using an efficient design. This final main effect design consists of eight choice sets with a total of 16 choices, as shown in Table  1 . After segmenting the participants, the two consumer groups were profiled by analysing the second part of the survey. In this part, respondents had to answer a questionnaire evaluating their general knowledge about food production and agriculture, their attitudes and intentions towards sustainable food consumption as well as the perceived barriers towards sustainable food consumption. In addition, we collected data about their shopping routines, habits and socio-demographic characteristics.
Description of the sample
Respondents of the survey were members of an online access panel of a market research institute. They were 18 years and older, as well as at least weekly consumers of tea. The total number of valid cases of this survey is 300. For the analysis in this paper, we use the 139 cases that belonged to one of the extreme groups (convinced sustainable consumer / convinced conventional consumer). The sample differs from the German population average in age, education level as well as in net-income and in type of household. The results of this study are thus biased but still useful for preliminary marketing implications. Table 2 gives an overview about the socio-demographic characteristics of the convinced consumer groups and the German population. 
Method of analysis
The empirical analysis was carried out using the statistical program SPSS Version 17.0. Differences between sustainable and conventional consumers were examined using a binary logistic regression analysis to generate information about the dimension of influence of each item on the sustainable group. Table 2 gives an overview of the psychographic items included in the analysis. The convinced sustainable consumer group was defined as the target category, and the convinced conventional group was used as reference category. In addition, variables with the same context were reduced using indices. Out of 139 cases, 125 were used in the analysis; 100 convinced sustainable and 25 convinced conventional consumers.
Results
Results of the t-test
In the following, the results of the items scored on five-point Likert scales are presented. The differences between groups were examined using t-tests. The description is accompanied by table 3, in which the significant results are displayed in detail (mean, standard deviation, tvalue and significance level). To all questions, whether they display significant differences or not, the mean values indicate that convinced sustainable consumers have a more positive attitude towards food issues, sustainability and sustainable consumption. Highly significant differences can be observed between convinced sustainable and convinced conventional consumers' attitudes about the importance of their own sustainable food consumption. Means indicate that it is more important for convinced sustainable consumers to consume sustainable food than for convinced conventional consumers. In addition, convinced sustainable consumers agree much more strongly with the idea that consumers can enhance sustainable development by their food purchase than convinced conventional consumers. Accordingly, sustainable and convinced conventional consumers also differ in their estimation of their own intention to contribute to an improvement of sustainable development, with a high willingness among convinced sustainable consumers and an intermediate willingness among convinced conventional consumers. Looking at the differences in the food shopping behaviour of both groups, results show that sustainable consumers rely significantly more on food labels than conventional consumers. Convinced sustainable consumers attach more importance to food quality and are more willing to pay higher prices for food specialties. Convinced conventional consumers are instead more price-conscious than convinced sustainable consumers. While shopping, convinced sustainable consumers read the product information significantly more often before making their purchase decision. The two consumer groups do not differ significantly their general information level, knowledge about organic agriculture and food production, perception of taste, advertisement or offers as influencing factors of their buying behaviour. The two analysed groups differ significantly in three out of six analysed barriers towards sustainable food consumption. These significant differences are found for the price barrier, the lack of knowledge where to buy sustainable food and the perceived lack of consumer effectiveness. Convinced sustainable consumers do not agree with the statement that sustainable products are too expensive. They seem to have a certain reason why to buy such products and also know where to find them. The two groups also differ in their general food shopping behaviour, whereby convinced sustainable consumers buy sustainable food products more frequently and as a greater proportion of their shopping. 1 5-point Likert-Sacale from "very high" (1) to "very low" (5); 2 5-point Likert-Scale from "It applies fully" (1) to "It does not apply at all" (5); 3 male (0); female (1).
Source: Own calculations, 2012
The first variable in the model (from a statistical point of view the most important predictor for the sustainable consumer) is "Intention: How do you estimate your own willingness to improve sustainable development?". The second most important predictor for the sustainable consumer group is the item "Attitude: What is your attitude towards the assumption that consumers can improve sustainable development through their purchase decision? " . After that, the variables "Food shopping routines and habits: While shopping I always look for high quality of food" and "Food shopping routines and habits: Offers and advertisements assist me with my purchase decision" were included in the model. Although gender was included only in the last step, it has the greatest influence on the convinced sustainable consumer group. Women are 4.7 times more likely than men to be convinced sustainable consumers (see table 4 coefficient of effect (c.f. Exp(B))). Whereas gender is a categorical variable, the other variables are metric scaled, whereby every increase of one scale unit is a decrease of agreement to the statement. That means for the variable "Intention: How do you estimate your own willingness to support the sustainable development?" every increase of one scale unit implies a decrease in this intention, and reduces the likelihood of belonging to the convinced sustainable consumer group. The same goes for the second item, "Food shopping routines and habits: While shopping I always look for high quality food". The third item "Food shopping routines and habits: Offers and advertisements assist me in the purchase decision" has a negative relationship with convinced sustainable consumption. The chance of belonging to the convinced sustainable consumer group increases by 2.8 times if this item rises by one scale unit. Due to the fact that the logistic regression analysis is not linear, the "coefficient of regression" (B) and the "coefficient of effect" (Exp(B)) have different values at different positions of the equation. Hence, the figures displayed in table 4 ought to be read with respect to a potential over-interpretation. For detailed information about the binary logistic regression analysis please have a look at the appendix at the end of the document.
Discussion
This section discusses the distinguishing features of the convinced sustainable consumers found in this investigation. First of all, it is clear that many respondents (N=108, i.e. more than one third) seem to have a high willingness to consume sustainable food. This confirms the growing demand for sustainable food. Regarding the socio-demographic data, the only significant difference between convinced sustainable and convinced conventional consumers is gender. The regression analysis identified that being female is the greatest predictor for belonging to the convinced sustainable consumers when controlling for all other tested variables. Previous studies on organic consumers also found that more women than men buy organic food (Gil et al., 2000; Jain and Kaur, 2006) . In contrast, Doran (2009) found no difference in gender when characterising fair trade consumers. Overall, previous studies have shown either no or contradictory influence of socio-demographics on characteristics of sustainable consumers (Diamantopoulos et al., 2003; Doran, 2009; Verain et al., 2012) . For the characterisation of convinced sustainable consumers attitudinal aspects are however of high relevance. Convinced sustainable consumers believe more that their own consumption behaviour has an influence on sustainable development than convinced conventional consumers. This attitude is also known as "perceived consumer effectiveness", which has previously been discussed in various studies (Shaw and Clarke, 1999; Carrigan and Attalla, 2001; De Pelsmaker, 2006; Vermeir and Verbeke, 2006) . For example, Vermeir and Verbeke (2006) found that consumers who believe that their individual consumption behaviour can contribute to sustainable development are more likely to buy sustainable food. Moreover, convinced sustainable consumers have a significantly higher willingness to contribute to sustainable development by their food purchasing behaviour. Consequently, convinced sustainable consumers estimate their amount of sustainable food purchase higher than convinced conventional consumers do. Convinced sustainable consumers rely more on labels than conventional consumers. Prior studies have pointed out that a lack of trust in labels is the main barrier to sustainable consumption (Shaw and Clarke, 1999; Vermeir and Verbeke, 2006; Hanss and Böhm, 2012) . Moreover, Vermeir and Verbeke (2006) argue that consumers who believe in the reliability of labels are also more involved in and have a more positive attitude towards sustainable consumption. In addition, they know where to buy sustainable products. These results are confirmed by Vermeir and Verbeke (2006) , who established that purchase of sustainable food is positively correlated with the degree of sustainable involvement. Even more, the logistic regression analysis displayed that a decrease of the preference for quality has a negative effect on the convinced sustainable consumer group. The difference between convinced sustainable and convinced conventional consumers in preferences for these product attributes is confirmed by previous studies. These illustrate that the preference for quality motivate consumers to buy sustainable products (Vermeir and Verbeke, 2006; Hanss and Böhm 2012) . Moreover, the higher preference for quality than for other attributes such as e.g. price is confirmed by the assumption that purchase decisions of convinced sustainable consumers are not guided by offers and advertisements. Concerning the self-evaluation of general information / knowledge of food production and agriculture shows that these are not characteristics distinguishing consumer groups. This result contrasts with some studies on the influence of consumer knowledge, like the one of Haron et al. (2005) , who assumed that environmental knowledge encourages proenvironmental attitudes, behaviour and consumption. In turn, Reisch (2010) argued that education about the consequences of food consumption behaviour can improve sustainable consumption. However, this does not mean that a change of preferences and habits automatically results from more knowledge (ibid.).
Conclusion
Based on an online consumer survey about sustainable food consumption using tea as an example, this article examined the socio-demographic as well as attitudinal characteristics in which convinced sustainable consumers differ from convinced conventional consumers. The group of convinced sustainable consumers is bigger than the group of convinced conventional consumers. A major difference between both convinced consumer groups is that more sustainable consumers are female. No differences in other socio-demographic factors were found. Convinced sustainable consumers can, however, be characterised on the basis of their psychographic features, especially their attitude. They have a higher willingness to contribute to sustainable development by their consumption of sustainable food, because they believe in the effectiveness of their personal purchase decision. Therefore, they also look for higher quality food. Furthermore, they are significantly more influenced by food quality than by offers and advertisements or other attributes such as price. Interestingly, convinced sustainable consumers and convinced conventional consumers do not significantly differ in their knowledge about agriculture and food production in general. Knowledge about the characteristics of convinced sustainable consumers helps to identify the needs of the core target group for increasing sustainable food consumption. The results of this study show that marketing actors who want to promote sustainable food consumption should focus on motivating and convincing consumers that their personal purchase decisions matter for overall sustainable development. Signalling the sustainability of food products via labelling can help to inform consumers where and how to make their choice, however a pure rational marketing approach might not be very effective. To really convince consumers, they should be addressed emotionally and personally to evoke their feelings of making a positive contribution to the goal of sustainable development. 177  448  144  381  601  24  lfdn  486  181  456  153  390  604  25  lfdn  493  185  458  162  391  26  lfdn  507  186  480  168  393  27  lfdn  539  199  481  177  400  28  lfdn  547  201  485  181  404  29  lfdn  555  212  497  185  407  30  lfdn  589  215  501  186  410  31  lfdn  597  218  502  199  420  32  lfdn  221  503  201  423  33  lfdn  223  505  203  428  34  lfdn  250  509  212  430  35  lfdn  256  513  214  433  36  lfdn  267  517  215  436  37  lfdn  268  542  218  447  38  lfdn  286  554  221  448  39  lfdn  290  556  223  450  40  lfdn  298  561  231  456  41  lfdn  305  564  238  458  42  lfdn  314  568  244 12.323 1 .000 To me, taste is the most important factor when buying food.
.077 1 .781 I always look out for high quality products.
16.674 1 .000 I am willing to pay a price premium for gourmet products.
9.657 1 .002 Before taking my decision, I compare the food product information.
9.965 1 .002 Offers and advertisements assist me at my purchase decision.
1.338 1 .247 When shopping I am a "creature of habit"
.370 1 .543 I think such products are too expensive.
9.919 1 .002 I would buy such products but I forget while shopping.
.774 1 .379 I need to spend more time for shopping if I buy sustainable products. 
